This article describes some linguistic and communicative-pragmatic peculiarities of English SEOoptimized texts and defines the place of this type of texts in the genre structure of advertising discourse. The article is based on the results of the comparative analysis of the two corpora. The target corpus contained SEO-optimized texts selected from the main pages of the websites of large retail companies; the referential corpus consisted of texts of ads from the web pages of periodicals. The results of the corpus data analysis allow to conclude that as a genre variation of the advertising discourse the SEOtext is characterized by several features unusual for historically formed "prototypical" advertising
Introduction
Despite the fact that numerous works are devoted to the advertising discourse, all the genres of this type of discourse have not received detailed description in the linguistic literature.
The advertising discourse is a multidimensional formation characterized by the significant genre diversity so its investigation and conceptualization are quite challenging.
The main difficulties of the description of the advertising genre are motivated, according to L. A. Kochetova, by several factors: the dimension of the advertising discourse that uses different messaging channels, which leads to the semiotic complexity of the genre and its permanent transformations, modifications, etc.; the difficulty of genre identification of the advertising discourse, arising from the continuous development and differentiation of the genre system, which results in a diffusion of genres and innovations in the advertising discourse (as cited in: Karasik, 1992, p. 267) .
One of the relatively new and little studied genre of advertising media discourse is the socalled SEO-text. Search engine optimization is a complex of means to influence the position of the links on the website in the result of the search process. SEO-texts are placed mostly on the home page, in the section "About the company", in the form of information articles in special sections of sites, in the form of news or catalogue texts, price lists.
The main feature of SEO-texts is that unlike the vast majority of advertising texts which are focused on the human perception, they are targeted at one more so-called technogenic addressee, namely, search engines (Google, Yandex, Bing, etc.) . The task of SEO-copywriter is to create a text, which will not only be adequately perceived by a human addressee and will have a certain impact on them, but also will bring the website to the highest position of search results when the user enters a certain search query.
High website ranking in search results eventually leads to higher sales of a company, which owns a site. It is achieved by introducing the key words nominating the advertising objects in the texts located on a site (the words that fully or partially match the search request of the site user).
Theoretical framework and methods
The issue of discourse differentiation as well as the problem of discourse type features and functions is currently studied in linguistics.
Advertising discourse and its genre system is a subject of interest for many researchers in the époque of globalization and "computerization".
The peculiarities of the way advertising discourse functions as well as its linguistic, stylistic, structural-compositional, typological and genre aspects have been thoroughly studied by L.A. Kochetova (Kochetova, 2013 ), E.N. Galichkina (Galichkina, 2013 , V.I. Karasik (Karasik, 1992) , V.I. Kolokol'tseva (Kolokol'tseva, 2012 ), I. Forbes (Forbes, 1992 , I.A. Guseinova (Guseinova, 2010) .
We hypothesized that such type of texts as the SEO-optimized text (SEO -search engine optimization), present mostly on home page of a the web-site of a commercial organization operating in a highly competitive niche, has a number of significant differences from the "prototypical" advertising text.
We have created two corpora of texts with equal volume of words (approx. 50,000) and Under the prototype we understand in this case a representative of its category (sample, standard), which fully corresponds to its features. As noted by J. Forbes, "the closer the representation of the genre to its prototypical image, the easier it is for the text to realize its certain genre. The farther it is from the central prototypical image, the less welldefined will be the implementation of the genre" (Forbes, 1992, p. 378) . One of the understandings of the prototype characterizes it as prior in time to the rest of the samples and the underlying other variations. Text approach to the genre allows you to organize the discourse, to identify "centers of genre organization", which meet the main goals of discourse and are characterized by communicative stability and prototypicality (Guseinova, 2010, p. 28) . The presence of these genres allows us to outline a discourse as a separate independent communicative entity. Other genres arise in later periods of discourse functioning, are borrowed from other spheres of communication, their presence contributes to the expansion of the discourse limits as well as its transformation into other types. The SEO-optimized text, despite the fact that it has many features of "prototypical" advertising text (convolution, signality, hierarchiness, evaluation, instructivity (Karasik, 1992, pp. 41-42) ), cannot be attributed to the prototype of the advertising discourse because of the "technogenic" addressee. The above-mentioned finding explains the significant quantitative predominance of nouns over verbs in the corpus, which is not typical of the "prototypical" text ad that has no anthropogenic addressee and is not designed to strengthen the efficiency of text in search engines. (cf.: Table and  Table 2 ), and also indicates the impact of the online location on "unidirectional" text ad, distancing it from the historically formed prototype. Based on these data it is possible to speak about a global transformation of the advertising texts of the online discourse in lexical-grammatical and structural-compositional aspects.
A relatively high proportion of adjectives in relation to the total number of words is peculiar for SEO-texts, as well as for advertising texts in general. As noted by E.M. Wolf, adjectives are one of the main layers of the vocabulary, intended to express evaluation (as cited in: Forbes, 1992, p. 6). The evaluation strategy is often characterized as the main strategy of advertising discourse;
its purpose is to convince the addressee in the advantages of the offered goods or services.
The number of adjectives in English advertising texts remains relatively constant for almost the whole history of English advertisement.
The proportion of adjectives (in percentage terms)
relative to total number of words amounts at the end of the 18 th century to 6.7%, in the mid-19 th century to 7.0% and in the late 20 th century -to 6 %. Only in the beginning of the 21 st century a significant reduction in the number of adjectives in English advertisement (to 4.2%) is observed (Kochetova, 2013, p. 218) . In the analyzed corpus we have found 5,124 adjectives, which is 9.9% of all words in the corpus. Thus, the number of evaluative adjectives in the SEO-optimized texts significantly exceeds the average number for the advertising discourse. In the referential corpus, at the same time, this number is 12.6%, which proves the influence of the "online" format on the various sub-genres of the advertising discourse. To idea of "quality" is also realized in the advertising texts by mentioning of awards, titles, first place in the ratings, the leading position in the polls, awarded first places, the recognition of the best product of the year in a particular category or class and so on (Kochetova, 2013, pp. 329-330) . The most frequent attributes of "quality" identified in the target corpus are neither typical of the "prototypical" modern advertising text.
The lexeme quality in many cases is used in attributive phrases with adjectives of general evaluation "high" (24%), "highest" (10), "good" (7), "premium" (6), "top" (5), e.g.:
Our mission is to supply good quality handmade dresses at an affordable price.
We pride ourselves on having a huge stock of high quality guitars and amplifiers from some most famous brands.
Our source specializes in premium quality fur in latest designs and styles.
We design ourselves and source directly from the manufacturer to bring our customers the best collection of top quality furs at wholesale prices.
It is important to note, however, that adjectives of general evaluation in advertising texts, created to be perceived by the human recipient, are typically used in combination with nouns which name the advertising objects, but not with the lexeme quality. The location of evaluative adjectives in the predicate position in the rheme part of a phrase is also their current functional peculiarity (Kochetova, 2013, p. 216) . The analysis of the corpus showed that this communicative tendency is not peculiar of SEO-optimized texts, as evaluative adjectives function in them mainly in the attributive position, e.g.:
Penny Skateboards make premium plastic skateboards, letting you chase the sunshine and good time.
We make and model the best suits you need.
Another dominant utilitarian value of the advertising discourse is "price". Being dominant for this type of discourse, the concept "price", however, is rarely implemented in modern English advertising texts through the use of the key lexeme price. As noted by L.A. Kochetova, "at the end of the 18 th century explicit nomination of price was found in 51.8% of advertising texts, in the early 20 th century however only in 22.5%.
Since the first half of the 20 th century the lexeme price has not been normally used" (Kochetova, 2013, p. 325) . In modern advertisement when specifying the price it is common practice to use the digital designation or paraphrasing with, for example, the adjective affordable.
This tendency is not typical of SEO-texts. The utilitarian concept "price" is actualized in the majority of the corpus contexts by the lexeme price. This lexeme is used 138 times throughout the corpus, while in the referential corpus we have found only 34 uses. The absence of the direct explication of price and quality can serve as an indicator of high status of the manufacturer and product, which is probably functionally irrelevant for SEO-texts.
Conclusion
Based on the statistical data obtained we can conclude that the SEO-texts have significant differences from the historically formed 
